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GLOVER-WEST 
Vertical Retorts 


Special Features 





STEAMING 


An outstanding advantage of the Glover-West Centinuous Vertical Retort 
is in its facility of making combined Coal and Water Gas. 


COMPARATIVE RESULTS 


GLOVER-WEST 


following results were obtained: 



































TEST NUMBER we. | Re Re G Increases 
| | 
COAL— Tons per Retort per | hens 
RN Ss cS 8 eccy sussese | 282 | 2.78 | (8T 2.78 Constant 
STEAM—Per cent on coal car-| 
OS err Mil 5.06 | 12.44 og i ea eas 
GAS— Cw. ft. per Ib. ....... oot. 25 + ~ oR 10.08 72% 
Cu. ft. per Retort ...| 33,012 | 40,746 | 51,353 56,000 70% 
Millions BThU perton| 64 | 76 | 86 9.3 46% 
Calorific Value BThU}| 
a at ee eee 544 517 477 eee Cae re? 
Inerts in Gas Per Cent 11.4 11.0 10.8 10.6 Nil 
COKE— Total make in lbs. per} | 
oe Bo eae 1450 | 1390 | 1330 1320 Less by 130 








This means 70% of water gas can be added to the results of dry distilla- 
tion with 


COKE EXTRACTOR NO EXTRA CAPITAL COST for water gas plant 


NO EXTRA LABOR COST 
NO DECREASE IN COAL CARBONIZED 
NO INERTS ARE ADDED TO THE GAS 


8460 cu. ft. of additional gas is made from 130 LBS. OF COKE. 


 sdegaaal GAS IMPROVEMENT CO. 


of America, Ine. 
150 Nassau St. New York 








In the tests at the British Government Fuel Research Board Station, the 
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Effective Appeals in Advertising 


By Rex Stuart 


Women are the greatest advertisement readers in 
the world. They outnumber the men as retail buy- 
ers in almost any store, with the exception of exclu- 
sive men’s furnishings shops, on any day of the 
week. In the majority of American families they 
are left to do the entire buying for the household. 
So generally is this true that even a men’s haber- 
dasher will sometimes advertise that “women are 
welcome” in his store. More than 50 per cent of 
the advertisements in nearly every issue of all na- 
tional advertising mediums appeal directly or indi- 
rectly to women. It may be hard for them to de- 
cide what they want, but they do the buying and 
their tastes, whims, notions, must be appealed to 
from first to last and all the time. 


The retail gas appliance man ought to realize this 


more than he does, if he is going in for household 
business. Heads of departments in large stores 
know it, but the small dealer in the small town some- 
how forgets that his neighbor is placing the same 
responsibility on his wife as he does on his own, 
and that if his neighbor really does the actual buy- 
ing and paying for the gas appliance, Friend Wife 
will more than likely be consulted. If she is not 
there perhaps will be trouble, which may result in an 
entirely new article being purchased. 


Getting Attention 


To begin with, the best way to appeal to a woman 
is to put a woman in your ad. Women are con- 
sumed with curiosity about other women. It is an 
inherited trait. If they see a picture of a woman 
they have to know what that woman is doing. Then 
is the time they read what you have to say about 
your gas range, heater or furnace. 


Man’s place in an advertisement is pretty hard to 
figure out. He does not fit in so universally, though 
of course there are products that make his presence 
in an advertisement indispensable. He-is always a 
wholesome looking individual, and often so hand- 
some it hurts to look at him. He has to be such 
an individual, for it does not make any difference 
whether he is handling a tractor or a stick of shav- 
ing soap, the women will look at him to see what 
he is doing, because next to curiosity about another 
female, Mrs. Housewife is curious about a hand- 


some man. 





The average woman’s tastes about her home can 
be expressed generally in the two words, “cleanli- 
ness” and “comfort.” It used to be said that an ap- 
peal to the economical side of a woman’s nature was 
good for most any line of merchandise. But, how- 
ever ridiculous it may seem to say so here, that 
appeal is fast going out of date and losing ground 
with the present and growing generation of house- 
wives. It is all right to show her that it would be 
more economical to buy the expensive range than 
the lower priced one after she is in the store, for it 
can actually be shown her through the demonstra- 
tion of the appliance. She must not be allowed to 
think it is cheap, however economical and money- 
saving, and whatever the price is convey to her 
that she is getting the best that her money can buy. 


Pick up any advertising medium and glance 
through its columns and confirm any doubts as to 
whether or not the appeal to the economical side 
of life is being played up to any great extent by 
those business houses which wish to attract the at- 
tention of women patrons. It may be mentioned in 
the advertisement, but it is not emphasized as 
strongly as other features. A woman does not like 
to be economical. If she is, she has to be and would 
just as soon forget it. 


Comfort Appeal 


To say that a gas stove will save work, add to the 
appearance of the kitchen and save gas and so dem- 
onstrate it along these lines is good salesmanship, 
and good advertising. It has to do with the main 
appeals, “cleanliness” and “comfort.” Picture the 
clean kitchen, and the ease with which the work 
there is done with the aid of a gas stove and the 
leisure following after each meal is cooked. The 
strength of these sort of appeals are not gleaned 
from weighty opinions of psychologists or college 
professors of advertising, but are the consensus of 
opinion of advertising men who have written ads 
appealing to the fair sex for years, and on every- 
thing from lingerie to gas stoves. And that is not 
such a far cry as it may seem, for the same prin- 
ciples of merchandising apply in each case and the 
same people are the purchasers. 

The appeal to the woman’s desire to have her 
kitchen one of the “sunshine” rooms of the house 
cannot be carried out successfully if the manager 
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permits himself or his clerks to lay a stock hammer 
on a nearby range while he waits on a knife cus- 
tomer, or conceals his cigar stub in an opened oven 
while he attends to the man who wants a can of 
paint. Nor can a woman be given a clear idea of 
how comfortable a new model floor heater would 
be in her sitting room, when it is in the window sur- 
rounded by a large assortment of other articles 
on sale. 

The range must be kept clear of everything save, 
perhaps, a small display card. The woman must 
be given a chance to imagine the range in her own 
kitchen, clean, spotless, ready to receive her cuisine 
preparations. If she has not already been educated 
up to the idea that the kitchen should be as clean 
and comfortable as the parlor when she comes in 
to look at the stove, then it is the dealer’s fault, for 
her education depends on him. It is part of the edu- 
cation that goes with selling the idea of using gas 
as a fuel. 


Humorous Appeal 


When applied to their home or themselves, few 
women have a real sense of humor. For this reason 
the cartoon ad or the humorous appeal, which, it is 
true, has a great field, is dangerous. Its field is so 
large that it takes a mighty clever ad writer to put 
it over when he wants to sell to women. For in- 
stance, if an ad writer were to cartoon a woman in 
early morning attire, yawning and stretching over 
the gas range while she prepares her husband’s 
breakfast in fifteen minutes with the idea of going 
back to bed, the feminine reader is likely to reason: 
“Well, if a gas range makes a person look like that, 
Um certainly not going to get one.” 

Far better to have your ad lady serving her dinner 
to a group of delighted guests in the latest creation 
of party dresses, for then you have her as she im- 
agines she likes to be, though it may seem highly 
impossible. 

Men are different. They can stand being humored 
and cajoled into buying. The humor must be clever 
and the object of it must be “eased in.” There is 
a company on the Pacific Coast which is running a 


series of cartoon ads. The series has a central 
figure whom we will call Mr. Citizen. The public 
sees Mr. Citizen going home from work, with the 
thermometer as cold as it generally gets in that 
particular section of the country, and exclaiming 
joyously to himself, “I should worry. I got a 
Blanko furnace.” Mr. Citizen is a comical and rather 
clever looking fellow, and since he is an exact copy 
of a well-known character in the funny section of a 
newspaper, one expects him to crack a real joke 
about his furnace. But he doesn’t. He keeps on 
repeating something like this three or four times 
during the month, until the reader who has made his 
acquaintance, having been repeatedly disappointed 
in Mr. Citizen’s wit, is finally convinced that he is 
pretty much of a “dub.” 


The best cartoons are those which emphasize one 
or two features by exaggerations, ridicule by com- 
parison, or are particularly timely. When an ad 
writer attempts to sell anything using these prin- 
ciples he must be clever and resourceful indeed not 
to offend a portion of his readers. He has to be 
original and not a plagiarist, and the words of the 
ad characters have to come up with the cleverness 
of the cartoonist’s execution, for the entire ad falls 
flat or grows tiresome if repeated. Seldom has this 
style of advertising appeal proved successful in cre- 
ating a demand for any product, unless the best 
possible brains can be employed in working out the 
idea. 


The Clever Advertisement 


A “clever” ad may attract attention, but it may be 
too clever to cause inquiry into the product or line. 
An ad writer of gas appliances must remember that 
he is selling something for the home, and that a 
man’s or woman’s home is their castle. Also, that 
while his prospects’ homes may not be castle-like, 
every normal man and woman carry around in their 
imagination a picture of that “castle” or bungalow, 
and that if he can help them visualize his appliance 
in the kitchen of the real or imaginative home, he 
has gone a long way toward consummating a sale. 





A NOVEL ADVERTISEMENT 


HOME FURNIS 


The Lewis Department Store of Denver, Colo., 
anticipating spring cleaning, put on a special sale, 
using a full newspaper page to mention articles and 
prices, the caption of the article, “Home Furnishing 
Sale,” being one and one-fourth inches high, the let- 





HING SALE 


ters formed by using kitchen utensils. 

To give you a better idea of the thing, we repro- 
duce it here, for not only does it make an attractive 
headline, but it also creates the “Just what I need” 
idea, 
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Use These Spring-Time Promotion Stunts 


PICNICKERS WILL APPRECIATE THIS 
By Frank H. Williams 


In the spring the housewife’s fancy lightly turns 
to thoughts of openings. 

In the spring the housewife thinks about new 
styles, new additions to her wardrobe, porch furni- 
ture and everything else which is different from the 
same old thing and the same old line of work which 
has been the main feature of the winter months. 

So it would be in accord with the thoughts of the 
average housewife if the appliance department of 
the gas company would stage a spring opening this 
year along with all the other retail establishments in 
the entire city. And it would be a splendid stunt if 
the company would make its opening so unusual, 
so interesting and so worth-while that it would at- 
tract a great amount of attention and be a very 
decided help to the company in selling more ap- 
pliances. 

A real help to the company in making its opening 
novel and interesting and unique would be in stag- 
ing a window display which would show a number 
of appliances which would be of aid to housewives 
in getting away from household drudgery and in 
getting outdoors into the life-giving, health-giving, 
invigorating spring air. For instance, the window 
display might show a hot water heater and with the 
heater there might be a placard reading about like 
this: 

“Spring and a Water Heater in Your House 

“Springtime is hot water heater time. In the 
spring, when gardening gives a person a glow 
of health, there is nothing so invigorating as a 
warm bath and then a cold shower after gar- 
dening. Light the heater, Mrs. Housewife, be- 
fore you start work in the garden, and when you 
come in the house the water will be nice and 
hot. 

“And in the springtime, when the youngsters 
of the family are filled with vim and vigor and 
vitality, and when their outdoor playing makes 
their hands and faces and bodies rather grimy, 
the hot water heater is the mother’s first aid. 

“Make springtime a real joy-time in your 
home by having us install a hot water heater in 
your home NOW.” 

Other of the appliances for sale by the gas com- 
pany could be displayed in the show window in the 
same way and each of the articles displayed should 
have a placard attached which would show conclu- 
sively how springtime could be made more joyous 
by buying one of the appliances. 

This sort of a window display would attract a lot 
of attention and if, too, there was a big placard in 
the show window stating that a spring opening was 
being held and if this window display publicity for 
the opening was backed up with comprehensive 
newspaper publicity, there’s no doubt but what the 
opening would bring great numbers of people to 
the sales room. 


Inside the salesroom there should be special deco- 
rations in keeping with the season of the year, and, 
wherever it was possible to do so, all the latest 
things in appliances and in appliance styles should 
be pushed to the front of the salesroom, where they 
would get a lot of attention from the visitors. Also 
each new thing in the way of appliances or differ- 
ence between the new appliances and the old ones 
should be played up strongly by means of placards. 


Suggests Price Reductions 

The gas company’s spring opening might be 
staged for a week or so and a strong incentive to 
make people give the company more appliance busi- 
ness during the week might be injected into the 
affair by means of reducing prices on some or all of 
the appliances for the period of the opening. In 
fact, the more the reduced prices were played up 
by the company for the opening, the more business 
the concern would get. 

It would be an attractive feature of the opening 
if the company would have some attractive-looking 
girls garbed as cooks on hand to demonstrate gas 
ranges and all the other appliances sold by the 
company. And if some actual cooking operations 
could be carried on during the afternoons of the 
opening and if the visitors could be given tastes of 
some of the goods that were cooked, the opening 
would have just that much more of an attraction 
for folks. 

Department stores and women’s specialty stores 
and other concerns make big things of their spring 
openings, and there’s no reason why the gas com- 
pany couldn’t put on the same sort of an event with 
as big or bigger success. 

And here’s another springtime promotion stunt for 
the appliance department of the gas company: 


Put a Gas Range at Some Picnic Spot 

In many cities there are picnic spots in parks or 
along the river banks which are either within the 
city limits or right at the city limits. And in many 
cases there are gas mains near the picnic spots and 
it would be a simple matter for the gas company to 
extend a gas pipe to the picnic spot and to then 
install a gas range at the spot for the use of pic- 
nickers. The range might be installed in a little 
building erected for the purpose, and this building 
might be locked with the key obtainable only at the 
gas company. Then it might be advertised by the 
gas company that picnickers were free to use the 
range and the company’s gas without charge if they 
would come to the gas office, get the key and give 
the names and addresses of all the people in their 
picnic party. 

Word-of-Mouth Advertising 

A stunt of this sort would give the gas company 

a splendid amount of word-of-mouth advertising 
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and would mark it in the minds of local people as 
being a live-wire concern, and this of itself would 
be so worth while that this phase of the installa- 
tion of the range alone would more than pay the 
gas company for putting it in. The company could 
hammer hard on this phase of the proposition in 
its newspaper advertising, in its show windows and 
in its direct mail advertising. 

Then another phase of the proposition which 
would be splendidly worth while would be in the 
way it would acquaint many people with the ad- 
vantages of gas ranges. The company might, on 
some special occasions, send a competent cook to 
the picnic spot and this cook might cook candy or 
other articles of food on the range and might dis- 
tribute the food free to all the people picnicking at 
the spot at the time. This, too, would be a splendid 
advertising stunt for the company. 

Then, finally, the stunt would put the company in 
touch with a fine bunch of people who by reason of 
their use of the range for the preparation of picnic 
food would demonstrate their familiarity with the 
range and who would, therefore, be good prospects 
to approach in selling other gas appliances. 

In fact, if the company would send around per- 


sonal letters to all the folks named as being attend- 
ants at picnic parties where the range was used, it 
would be doing something which would be a splendid 
booster for business. The letters sent by the com- 
pany might mention that the recipient was a mem- 
ber of a picnic party at which the range was used 
and might urge the recipient to come around and see 
some of the new ranges which the company was of- 
fering for sale. Also the recipients of the letters 
might be urged to come to the gas company and see 
the many other worth-while and valuable gas ap- 
pliances the company was selling. And to get more 
of a kick into the letters the company might offer a 
reduction in price on all gas appliances to all re- 
cipients of the letters who brought the letters in 
within ten days of their receipt and bought goods. 
This would be an inducement which would be sure 
to get worth-while results. 

Take advantage of springtime to put on special 
stunts which will get a lot of attention and make 
folks talk and bring a lot of new business to the 
appliance department. 

And here’s hoping that the suggestions contained 
in this article help you in putting on the business- 
boosting stunts you should put on this spring. 





Why Not More Carnival and April Fool Displays? 


By ERNEST A. DENCH 


A custom imported from Europe, but fast grow- 
ing in popularity here, is Carnival Time. It is the 
merry outburst that follows Lent, although here, it is 
usually a Mardi Gras, celebrated at the closing of the 
summer season at a popular amusement place such 
as Coney Island. 

Give any retailer a cue for hitching up an event 
to his store and he will cling to it like a drowning 
man to a straw. 


It is good business to be alert to every opportunity. 
Even if you can’t carry much in the way of articles 
for carnivals and parties, you can dress your windows 
gayly for the occasion and so make them doubly at- 
tractive. 

The tendency on the part of the retailers to cap- 
italize Carnival Time is a fast-increasing one. In 
1921 I did not accumulate any special carnival dis- 
plays. There may have been some arranged, but 
with the same sources of collecting such displays 
during 1922, four excellent examples came my way. 
Some of these may not be acceptable to you in the 
form in which they are presented, but they are given 
so that you can see what can be done in Carnival 
Time with window displays. 


The Carnival Spirit 

One of the Chicago Truly Warner Hat Stores in- 
veiled the eye with striking splashes of color in their 
window display. The hats were of the ordinary 
spring styles, but one feature that helped the ei- 
fectiveness of the display was by grouping cardboard 
discs in groups of three among the hat models. Each 
group comprised one small, one medium and one 
large disc, each in a different color, such as red, blue 
and orange. Here and there a carnival mask placed 


about the floor contributed further to the gayety of 
the display. An additional carnival touch was sup- 
plied by hanging a bunch of toy balloons from the 
ceiling at each end of the window. 
A Carnival of Values 
“A Carnival of Values This Week,” as a window 
card conveyed, was the idea back of a display by 
the Shepard Stores, Boston, Mass. The featured arti- 
cles were grouped about over stands and shelves, with 
carnival masks attached to some of the articles, which 
were offered at attractive prices. Colored toy bal- 
loons were also released about the window floor. The 
floating balloon stunt always atracts more attention 
than a stationary exhibit, so a net at the top half 
of the window might be formed with lines of twine 
or thread, and toy balloons kept floating in the ai 
inside the net by the aid of a concealed electric fan. 


Masque Dance Suggestions 


Filene’s, Boston, Mass., held the attention of spec- 
tators by offering costume suggestions for a Masque 
Dance. A card pointed out that— 

“A Dance at this time could be made more 
interesting by making it a Masque Dance, using 
these six masques by John Held, Jr. The sub- 
jects are: Bachante, Pensive Pierrot, Ancient 
Greece, Pirate’s Gold, Atlantis, and Pan.” 

No attempt was made to show off all the masque; 
in the window—the only object was a single male fig- 
ure, masked, and attired in a woman’s black evening 
gown. The window was put in, of course, to sell 
these masques, but there is nothing to prevent the 
retailer from offering suggestions for a Carnival 
Party and backing it up with a timely array of mer- 
chandise. 
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The Confetti Atmosphere 


A carnival window display from the West was that 
of Hamburger’s, Los Angeles, Calif. The tan car- 
peted floor space was liberally sprinkled with patches 
of confetti. The articles on display were exhibited 
on standards, while narrow width ribbon streamers 
in rainbow colors were carried from the base of the 
center standard along the floor to different directions 
down in front, where the ribbon ends were rolled into 
little cups, inside of which confetti was distributed. 
Tan brocade was draped about the background. 


A Jest Day Sale 


Another event coming around the same time is 
April Fool’s Day, which is not made as much of as 
it should be. It offers great possibilities for mer- 
chandising stunts. For instance, L. Werthheimer, 
Fordham Road, New York City, inaugurated a “Jest 
Day Sale.” Liberal advertising space was taken in 
one of the neighborhood newspapers, listing the vari- 
ous bargains set apart for this particular day. The 
announcement started off in this effective manner: 


“*JEST DAY’ SALE 
BUT 


We are not jesting when we say that the values 

in this sale, April lst and 2nd, are the BEST ever 

offered by us! And what we print in our ‘ads’ 

is backed up in the store with the merchandise! 
Come and see for yourself.” 

At each side of the boxed-in introductory matter 

was a boxed-in quotation. One quotation was the 

one by Abraham Lincoln, about being fooled part 


of the time, while the other quotation was by Mr. 
Werthheimer himself: 
“We never fool any of the people at any time. 
In our advertising every statement is the abso- 
lute truth. 
“L. Werthheimer.” 
Below came the individual listings of the numerous 
bargains, with sketches of two merry Jesters at the 
sides. 


Unique April Fool Stunt 


A unique “April Fool Sale” was put across in a 
small Canadian city by the unusual co-operation of 
a grocer and a hardware merchant. The two co- 
operating concerns were Davidson and McGinnis, 
hardware retailers, and John Lewis and Son, grocers, 
both of Woodstock, Ont. The stores happen 
to be next door to each other, so when April Ist 
dawned bright and early, the passing inhabitants 
were astonished to see an attractive display of tools, 
paints and goodness knows what else in the grocery 
store window—everything, in fact, but groceries. 
“Get these Goods at Davidson and McGinnis” was 
the larger paper arrow that solved the mystery. 
There was a similar arrow directing one to the Lewis 
store in the Davidson and McGinnis window, in 
which groceries were displayed. The unusualness of 
the stunt got both stores talked about and resulted 
in good business for all concerned. The same {dea 
was carried out by mixing up the newspaper an- 
nouncements used by the two concerns to call at- 
tention to their “April Fool Sale.” A good idea to 
try out in your own city with a fellow merchant 
in another line of business. 





Gas Company Advertising and the Public 


The advisability of a gas company building up a 
good will through the medium of advertising is a 
generally accepted fact. So we will presume that the 
company is now committed to the step, but is rather 
vague as to practical details. Let us see if we can 
suggest something. 

As we stated before, the company_has for sale a 
non-competitive product; it is not a question of this 
gas being better than someone’s else gas, nor yet a 
question of price, you have the only gas there is, 
and the price is fixed by a commission, and thus are 
eliminated two of the usual factors used in advertis- 
ing merchandise; what, then, is the query, are we 
to advertise? 

Let us see; we have said it is not difficult, and it 
isn’t. You must bring the same amount of thought 
and labor to bear upon the problem as you would 
any of the other processes of your plant; no general, 
no business man, would think of venturing into a 
field unless he were tolerably well acquainted with 
the terrain and with the obstacles he is likely to en- 
counter, nor without a definite plan which he hopes 
to accomplish. Advertising is no exception to this 
rule, for there is no magic hocus-pocus about it that 
is going to transform your business, Cinderella-like, 
into a princess. 


Now what is your object? To sell more gas, isn’t 
it? But you can’t very well blurb out and tell peo- 
ple they must use more gas, because you want more 
profits, or because it will be better for them, or for 
the town, or for any other reason; if you were sell- 
ing chewing gum you conceivably might, because 
Muncher’s-chewing gum might retaliate in kind, and 
the public would take its choice, or leave them both 
alone; but in your case, you must remember that 
the public has to use your gas whether it will or no, 
or go without. I am stressing this point particu- 
leily, for it is the keynote of what you are striving 
to overcome, prejudice against you; if you think a 
moment you will acknowledge it yourself as being 
perfectly natural, and you would regard another busi- 
ness that was monopolistic in the same light. It is 
only by frankly facing your problem that you can 
hope to overcome it, and I would say here, that when- 
ever you are in doubt as to what course you are to 
pursue, step down out of yourself, and look at the 
proposition as though you were one of the public, 
candidly, and as if you knew not a thing about the 
gas business, or this plant in particular; it will save 
many dollars and false steps. eee 

Our first move then, is to seek to inspire confi- 
dence; that is the cornerstone on which to build, 
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and the only one which will bear the weight of the 
subsequent superstructure. 


Medium to Use 


Now for practical details: the medium is your 
local paper, or papers; set aside a decent sum, say 
for six months’ appropriation; don’t be stingy about 
it; don’t neglect one paper for the other because it 
doesn’t play your politics, or because you don’t like 
the editor’s choice in neckwear; both papers have 
readers, or they could not exist, and the reader is 
the fly you are after; if you can’t advertise in both 
every day, split the appropriation, and run alternate 
days in both, or in three or four if there are that 
many; for this is another important point in adver- 
tising, continuity, or constant hammering; it is much 
better to use three inches for three days than nine 
inches on one. 


Let us say, then, that you have set aside a sum; 
the next thing to do is to decide how much space 
you can get, where you want it, and what to put 
ir it; call up the advertising department of the pa- 
per and have them send someone around with sug- 
gestions. They will be glad to do it, and they will 
be able to give you many useful hints, can tell you, 
or better show you, the different styles of type, and 
perhaps run off a few sample proofs for you, and, 
knowing the home market, they know the kind of 
readers they have, and what appeals to them, they 
will be able to advise you what to do, and, quite 
as important, what not to do. 


Adapt to Local Condition 


Here we will merely throw out a few ideas that 
you can adapt to your local conditions. First, the 
amount of space you use of course depends upon 
your appropriation, and the rates of the paper; re- 
member that a yearly contract is much cheaper per 
insertion than a monthly, and plan accordingly. In 
general, we would suggest that you use about what 
pressmen call a stick, this is a space one column wide 
and about the length of your palm; pick a distinctive, 
dignified type (this is important, for you must sug- 
gest dignity, stability, as a bank must, to inspire 
confidence) and stick to it. Cuts you had better leave 
out entirely, for unless they are very good, they are 
worthless, and they cost money, and entail the taking 
up of larger space to come out well. 


The next thing to consider is what newspapers call 
position, that is, what page, and whereabouts on the 
page, you wish your advertisement to appear. Here 
is where a yearly contract with the paper helps, for 
generally on such a contract basis it will agree to 
your wishes in this matter, otherwise an extra charge 
is made for this service. I would suggest that you 
select the woman’s page if the paper has such a thing, 
or the social page, at the top of the column, next to 
reading matter; you must remember that it is the 
women who use gas, and who are the more care- 
ful readers of the paper; bear this always in mind, 
for they are the arbiters of all household improve- 
ments and expenditures, and if you haven’t the house- 
wives with you, you might as well give up. 


Lastly comes what you want to say; in a general 
article of this nature it is hard to set down any spe- 
cific form, conditions vary so, a thousand and one 
things enter into the situation that only one con- 
versant with the local situation can advise; here 
the help of the newspaper will be very helpful. 
Broadly speaking, I should say that you should key 
fyour statements to a certain geniality, but not a 
slap-on-the-back, hail-fellow-well-met attitude; be 
courteous, friendly, but be dignified. As a starter go 
into an explanation of the manufacture of gas, print 
a short paragraph each day, or have certain days for 
it. Readers, once you have become a permanent fix- 
ture on the same page and in the same place daily, 
will turn to look for your announcement. Tell your 
story simply, graphically, for remember you are ad- 
dressing ALL the people. Get a reporter, perhaps, 
to help write it up for you, as he knows what in- 
terests the public and how to say it. Take up the 
work of your various departments, tell how they op- 
erate, interject a little human interest story of some 
of your employees now and then, the emergency 
corps, the pulmotor, and so on; in other words, tell 
a story and give them information in an easy, palat- 
able form. 


Make Them Newsy 


Nor need you confine your ads strictly to your 
business; take advantage of local happenings, or 
celebrities. If the ladies of a church are giving a 
supper, tell about it as an act of courtesy, they won’t 
forget it. If a holiday comes around, say Independ- 
ence Day, link it with woman’s independence from 
the drudgery of the scuttle and ash can; if there 
is a local drive for anything, play it up, and so on; 
in other words, tie yourself into all the town’s activi- 
ties, and by your willingness to help everyone, dis- 
arm criticism. 


After this groundwork is firmly established you 
may then gradually begin to call attention to this 
or that article you have to sell; give hints on cake 
making, preserving, washing, lighting, or mention 
anything special you are undertaking; now and then 
give details of your size, gas consumed, costs, etc., 
and then if you should need to float stocks or bonds, 
your home public will be in a state to absorb them; 
and, what is vastly more important, with your se- 
curities in the coffers of your customers you will 
have a backing vigilant against any unfair taxing or 
extortion of politicians. 


Furthermore, you will occupy the position of a pos- 
sible source of news for the paper, because the paper 
is in business to print articles about what is of in- 
terest to its subscribers. You will find, too, that 
with your customers owners you will have quite a 
sizeable diminution in the number of complaints, 
and a more tolerant view of your difficulties, and you 
will also find a larger consumption of gas because 
your shareholders are vitally interested in your pros- 
perity as it adds to theirs. 


I have, I think, suggested some of the possibilities 
and scope of the field, and as you get into it, you 
will find it to be a fascinating game and full of in- 
terest. 
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By WILLIAM H. MATLACK 


Help the Home Manager 


Notwithstanding that someone told someone else 
that women do not have “so much say” when it 
comes to getting out the pocketbook and counting 
out the good hard “iron men” for appliances, even 
if she does have to use ’em, we stick to our story 
and are still for the women. The women are the 
ones who manage the home even if, for reasons un- 
known to this writer, they are diplomatic enough to 
make some folks think they do not. 

Anyhow, we say that it is a mighty good thing to 
help the home manager, and in this connection we 
suggest that the commercial manager in every city 
in the country could well afford to conduct a little 
department in the daily paper in his town, even if he 
had to buy every inch of space used and employ out- 
side help to fill that space, with hints for the home 
manager. Why not try it out, tell the home man- 
ager how to do things in a more efficient way, tell 
her how to save herself here and there by the em- 
ployment of new appliances and new methods. Tell 
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her of tested recipes that you have tried out, show 
her how to utilize her gas range to its fullest ad- 
vantage, show her the many uses for hot water and 
how water is most efficiently heated. Start a 
“Hints” department, have some local artist work up 
an attractive head, or have your newspaper set up a 
special one. Try it out. It will pay and pay big, 
and you will be surprised how many people will read 
it every day. 


You Can Do It Better With Gas 


The gas man who worries about the inroads the 
electric company and the electric appliance dealer is 
making on his merchandising sales and consequently 
on his volume of send-out, does so only because he 
is primarily a gas man, an engineer and not a mer- 
chant, and views merchandise selling and advertis- 
ing from the engineer’s or layman’s point of view. 

While the electric appliance manufacturers are 
big advertisers and full of pep, there are many 
things that are causing the best of them restless 
nights, but, strange to say, it is not thought of 
competition by the gas man, for one rarely hears 
one of them mention gas. 

One reason is, to our way of thinking, they admit 
to themselves that gas as a fuel is the logical agent 
between certain temperatures and for certain work 
and processes. They know that up to a certain 
point the small portable electric appliance has the 
advantage over gas appliances and they also know 
that electric ranges cannot compete with gas ranges 
for use in domestic cooking. Then there is water 
and space heating. The electric man willingly con- 
cedes that gas is the ideal fuel for these purposes, 
to say nothing of 1,000 other uses that gas may be 
employed for in commercial and industrial insti- 
tutions. 

The knowledge which the electric man has ac- 
quired by direct contact with these problems is 
fixed and forgotten, insofar as outward and visible 
signs are concerned—they don’t worry or talk out 
loud about them, but continue to “saw wood,” to 
intensify their efforts on appliances and phases of 
household, commercial and industrial uses and 
problems for their appliances and service which 
cause no “comeback” and which provide them with 
the entering wedge with which they hope to pry off 
additional business. Keeping the customer sold is 
an unwritten law of the progressive dealer in elec- 
trical appliances and service. 

Anyone who watches the electric company and 
the electrical contractor-dealer will readily see that 
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there is a continuous change in merchandise, per- 
sonnel of the selling organizations and marketing 
plans. To the observant these changes can imply 
but one thing: Electrical appliance merchandising 
is not “all a bed of roses.” 


But the electric man realizes this and the mo- 
ment he senses a “fizzle” he “‘gets out from under” 
and starts anew from another angle. 
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“The Gas 
man who 
worries” 


Swift in his book, “Psychology and the Day’s 
Work,” says: “Habits in individuals are practically 
inevitable reactions to surrounding conditions,” and 
the habit of worrying about “what the other fellow 
is doing” is a reaction that occurs to the average 
gas man simply because of his knowledge of what 
has gone before. Yet, on the other hand, if the gas 
man will spend the same amount of time in thinking 
about and working out means and ways of saturat- 
ing existing gas mains in his city as he does in 
thinking of ways and means of “knocking out that 
electric range in the home of James G. Gotrocks,” 
he will do a far more profitable and creditable work 
for all concerned. 

Customer resistance to modern cooking and water 
heating appliances has been largely broken down. 
There is a big market (potential and otherwise) for 
quick, dependable cooking and heating appliances. 





When a gas company spends all its sales efforts 
and advertising space in exploiting an electric clothes 
washer, because one type of that particular washer 
may be equipped with a gas burner, and complains 
of a loss on sales, or because six independent dealers 
and the central station start a campaign for wash- 
ers, it is not right to feel sorry for them, only that 
they are so short-sighted as to expend their money 
and major effort in introducing a line that is highly 
competitive and on which the resale cost is high, and 
which will give but the smallest amount of added 
gas consumption, and a great deal of service for 
which the gas man is not trained. 

The gas man has contributed greatly to the edu- 
cation of the home manager; has given her a better 
day—one with less drudgery—and has provided her 
with the ideal appliance for cooking, the device 
used to accomplish this was a little slogan, “COOK 
WITH GAS,” that might well be in vogue today 
together with the new one “You Can Do It Better 
with Gas,” adopted by the American Gas Associa- 
tion. 

Get this thought: No competition exists for you, 
Mr. Gasman, unless it is made in your mind. Com- 
petition means equal service, quality and price, and 
“there ain’t no sech animal” when you believe in 
your slogan, “You Can Do It Better With Gas.” 


Scatter Your Advertising 


Nature sends the March winds to scatter the 
flower seeds and the seeds of the grain. Why not 
go with Nature? Why not scatter your seed in the 
form of direct-by-mail advertising to aid your sales- 
men to sell the housewife a new gas range, a water 
heater or a clothes dryer? Why not beard the March 


Beard the 
lion in 
his den. 
Start something 


Start something. Go get ’em in- 


lion in his den? 
terested in a new gas range. 


Get Out of the Gang 


Following the crowd not only forms the habit of 
imitating, but often, for the reason that it is the 
line of least resistance, sets up action which causes 
good plans to fail. There is the case of a so-called 
saturation survey, that we heard of. The idea was 
to ascertain just what appliances the 1,200 cus- 
tomers of a company had, and to what use they 
were employing them and their condition. The idea 
was a good one, but the plan of operation was weak. 

The story as it was told to us is that, due to 
changes over a period of years in the management 
of the commercial department, the customer record 
or “Appliance History Cards” had been neglected, 
and when a new commercial manager was appointed 
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his first discovery was that the average customer 
was a very small consumer and he decided to learn 
the reason for it. Turning to the “Appliance His- 
tory” file, he found that it was very much out of 
date, that it had not been kept up, and he undertook 
to bring it up-to-date. 

The plan for making the survey was to have every 
home on the company’s lines visited by a man pro- 





Don’t follow the crowd 


vided with a card upon which all possible data that 
would be of interest to the commercial department 
would be recorded, such as “range and make, water 
heater type,” also, wherever possible, to learn how 
long the customer had had the appliance in use. 
From non-consumers he was to learn their attitude 
toward gas. This information, had it been secured 
previously, would have enabled the commercial de- 
partment to lay out selling plans for many months, 
to say nothing of the help it would have been to 
the salesmen. It would have been IF it had been 
carried out, but, unfortunately, it was not. Instead 
of employing a man who was experienced in this 
sort of work, who would be responsible for its com- 
pilation, the commercial manager decided that the 
regular. salesmen could compile the data as they 
called on prospects in their territories. They did 
compile some data. For the first few days all was 
well; then there began to be a slackening off and 
finally within a month the salesmen were not turn- 
ing in a card a day. In trying to sell merchandise 
they had little time to secure data. The survey 
died, and no doubt, if asked his opinion of such a 
survey, this man would say: “Oh, there’s nothing 
to a thing of that kind except a lot of work. We 
made one and it did us no good.” 

We happen to know that this man was just fol- 
lowing the crowd. He is very apt to try anything 
that is reported as being a successful selling plan 
or idea, go into it half-baked and do it halfway, and 
then brand it a “frost.” 

Following the crowd is the easy way. Blazing 
trails is much more fun and far more profitable, 
though, if you express a new theory or try out a 
new idea, you may be called a radical. But that 
means nothing; they can’t hit you. Following the 
crowd requires no thinking, nor does it prove pro- 
ductive. It is the new that makes the appeal, that 
incites constructive action which moves merchan- 
dise. 

Building according to his notion and experience 
has kept many a man in fixed formation, right back 


of the crowd, what they did he did, while the fel- 
low who tried the new (which he naturally adopted 
from ideas gathered here and there) got out of the 
crowd and put over his plan, sold his merchandise 
and made a profit. 


What Women Want 


A woman who has had a great deal of experience 
in selling women household appliances says: “Wom- 
en look for an appliance of sturdy design, one that 
the dealer assures her is built right and which will 
accomplish the work for which it is intended, 
quickly and economically. Price is, in 80 per cent of 
the sales that I have made, a secondary considera- 
tion. The essential thing is, do you stand back 


of it?” 
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What About the Fifth Step? 


We have heard a lot about the first four steps in 
selling, yet little has been said about the FIFTH, 
Keeping Your Customer Sold, retaining his good 
will toward you, your company and the service ren- 
dered. Good will is purely a mental attitude. You 

















Courteous service at all times 


can cause folks to think well of you, want to do 
business with your company, use your products and 
recommend it to others and find new uses for it by 
rendering courteous service at all times. 


(Continued on Page 185) 
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One Minute, Please! 


A wonderful discovery by a wise anatomist! It takes 65 muscles to 
produce a frown, but only 13 muscles to produce a smile. Why frown? 
Why weary 52 more muscles to become a joy-killer than are needed to 


make you an asset to your associates? 


The Japanese have a proverb, “Luck hovers around the house of 


smiles.” If you can, all at one stroke, save wear and tear on 52 muscles, 


ans. 
please your acquaintances, add to your popularity, and get on the right 


side of Lady Luck, why isn’t it a pretty good thing to do? 


The men you know who have achieved success while frowning along 
the way, if any, have succeeded in spite of the frowns, not on account of 


them. They have pulled through a serious handicap. 


If you still have the use of those thirteen smile producing muscles, 


get them into action and profit by the results before it is too late. 


Anybody who can be cheerful has a better chance. People like to 
meet and do business with cheerful folks. They avoid the frowners and 


the gloom spreaders. 


The cheerful professional man has more clients. The cheerful mer- 
chant has more customers. People will go out of their way to be cheered 


up and they will pay money for it. Here’s smiling at you! 


I thank you. 


FRANK FARRINGTON. 
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As the Journal Views It 








CO-OPERATION WITH THE MANUFACTURERS 
OF GAS BURNING APPLIANCES 


In the past we have heard some comment regard- 
ing the apparent lack of co-operation by gas com- 
panies with the manufacturers of gas burning appli- 
ances in the sale of these appliances. The manufac- 
turer who has a big investment in plants and ma- 
chinery and has built up a large sales organization 
at big expense is anxious to keep his plant going all 
the time. He knows his product is standard in 
every respect, and he is spending thousands of dol- 
lars in advertising it to the general public. He knows 
that the gas company salesroom is the natural place 
for the housewife to go for a gas burning appliance, 
and he feels he is not getting proper co-operation 
from a gas company who refuses to show his line. 

Of course, he realizes that no gas company has a 
salesroom large enough to show even a sample from 
every manufacturer, but he does know his national 
advertising is creating an interest in his line in that 
town, and when anyone interested calls at the gas 
company salesroom to see or make inquiries about 
that particular appliance, and is simply advised by 
the salesman that they do not handle that line, he 
is losing a prospective sale which has been created 
by his national advertising expenditure. 

As stated above, no gas company can carry even a 
sample of all standard appliances, but it is up to the 
gas company to give their customers what they want 
if possible. 

In many retail stores now will be found a fixture 
composed of several framed pieces of heavy can- 
vas, all swinging fan shape from a standard. On each 
is attached photos and descriptions of various pieces 
of merchandise. Every gas company salesroom could 
have one of these, and on one side of each frame 
could be hung the photographs and descriptions of 
the appliances of one manufacturer whose line he 
has not room to carry on the floor. Then, if a 
prospective customer asks for a gas range, for in- 
stance, which is not on the floor, the photos of that 
particular range can be shown her, and if that par- 
ticular range is wanted, one can be ordered for her, 
and the extra cost in freight and handling can be 
added to the price of the range. 





Of course, these orders make considerable extra 
work for the manufacturer, but it will prove to him 
that the gas company is co-operating with him, 
even though lack of floor space prevents them from 
carrying even a sample of his line. . 

On the other hand, this willingness on the part 
of the gas company to co-operate with their cus- 
tomers to see that they get just what they want 
builds a feeling of good will toward the gas com- 
pany which is worth many times the extra expense 
involved. 

Again, the manufacturer receives a large number 
of replies to his national advertising, and he would 
undoubtedly suggest to theginquirers that they call 
at their gas company office where they could get 
complete information. Such co-operation is bound 
to be of mutual benefit. 





FACTS 


None of us are fond of the boaster. And it is easy 
even when stating facts to lay oneself open to the 
suspicion of being such. 

Yet no industry which is exclusively engaged in 
public service, can expect to win sympathetic under- 
standing or acquire good will unless more is known 
about its attitude and willingness to serve than is 
revealed on its premises of its individual consumer. 

In fact it may well be said, other publicity efforts 
being absent, the company whose service is absolute- 
ly perfect is the surest of slipping completely from 
the public mind. People do not think of meters, 
ranges, lights, etc., when everything is perfect. They 
take them for granted and do not inquire as to their 
source. 

The gas industry must, through the medium of 
the printed pages and other mediums, keep its pub- 
lic informed as to what it is doing, the exceptional 
things and things that are not required by the terms 
of its franchise, which in most cases are many. 

Theoretically this should not be necessary. When 
we personally have an especially diligent and de- 
serving employee, we rather feel ourselves obliged 
to boost his cause in every way possible. Otherwis 
there would be no advantage to merit. 



















184 AMERICAN GAS JOURNAL March 3, 1923 





One would think when a gas company rendered pany must of necessity be a big part of the com- 
meritorious or unusual, by law uncalled for, service, munity it serves—were not constantly tugging at 
the public authorities and the local press would tell the leash, plotting what evil they can do. 
the public how unusually good it is. Besides being Thus practical considerations, self-interests, ob- 
plain justice this would seem to reflect credit on the trude to engender a disinclination of the local press 
community and especially on the public authorities and some public authorities to advertise, unless ab- 


under whose jurisdiction it operates. solutely unavoidable, the good works of the gas 
But such things in the practical working out are company. 
not so. We have here and there a newspaper which Thus the gas industry is thrown back on its own 


has won thousands of readers through the deceitful resources. The good works of its constituent parts 
pose that it stands the great watch dog of their in- must be made known to the public. And to it the 
terests. It could not maintain that pose were the task is doubly difficult. It must tell the story, but 
people to believe the big interests—and a gas com- so skillfully as to avoid the accusation of boasting. 
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The above shows a window display of The Tri-City Gas Company, Gadsden, Ala. Mr. J. S. Rider, 
manager of the company, planned it, and he describes it as follows: .“An ordinary gas meter is used to 
which is attached a small valve arrangement on the side, leading from the bottom of the valve box is 
the small pipes supplying gas to four lights. two ab ove the meter and two in the coke grate. These lights 
are burning, and as the meter turns the valves work in such a way that the gas is cut off of two of the 
lights and at the same time on the other two, and so on. In the back of the grate is a red reflector 
against which the lights are placed and a screen is placed in front of the lights and the grate filled with 
coke, and as the lights are burning, a real coke fire is resembled. The mantles remain hot enough to re- 
ignite the gas as it is turned on. A dog is connect ed to one of the groups of lights and works the same 
way, and the pipe in its mouth shows a flame of fire coming out at intervals, driving home the fact that 
YOU WILL HAVE NO SMOKE IF YOU COOK WITH GAS.” 
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HERE AND THERE IN SELLING 
(Continued from Page 181) 


Watch the Fifth Step 


When a man walks into your store and says: “I 
want to see a water heater,” you know at once that 
two of the steps in selling have been taken. The 
man is a prospect, his attention has been attracted 
and his interest aroused to the point where “he 
“wants to see.” Now if a man walks into your store 
and says, “I want to get a gas range,” you should 
immediately understand that three of the steps in sell- 
ing have been taken: ATTENTION, INTEREST 
and DESIRE, for he says, “I want to get a gas 
range.” 

When a prospect reaches the third step, you, the 
salesman, have at your command the thing you have 
striven for, a “live prospect.” This is the situation 
you have desired, this is the moment of possibilities, 
if you handle it properly. Here is your opportunity 
to cause the prospect to take the fourth step, which 
means that he will become a customer, purchase a 


gas range. 
, 
(4.\ 
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Sell 
him the 
best range 
in stock 





Being a salesman, you will not be satisfied by sim- 
ply creating a customer, but you will want to cause 
your customer to take the fifth step and become a 
Satisfied Customer, and for that reason you will not 
simply sell him a gas range, but you will sell him 
the very best gas range you have in stock for his par- 
ticular use. 


Why Not? 


Someone has said, “There is too much of this 
preachy stuff in the selling game these days, and half 
the fellows who preach do not practice what they 
preach.” Righto, brother! Here’s our hand on the 
correctness of the last half of your statement: “they 
don’t practice what they preach.” But there is a 
mighty big fund of information dished out by these 
fellows and while some of their ideas are not worth 
a tinker’s gosh-darn, to you, they may fit into the 
plans another fellow has in the making. This can 
be said about most of the articles you read and most 
of the talks you hear, they do someone good, even 
if they only point to things not worth while. Also, 
you can wager that, the larger per cent. of them 
are founded on fact. No difference what the preacher 
may do or not do himself, if he, in some way, betters 
methods of merchandising, he is a good preacher, for 
there is nothing under the sun that is subject to bet- 
terment more than distribution. Making it easier to 
buy rather than harder is the big job that must be 


accomplished in order to create volume in both pro- 
duction and distribution. However, distribution on 
an economical basis will be the cause of which large 


Don’t be the last 








production will be the effect. Don’t be the last to dis- 
card the antiquated. Why not let ’em preach? 





THE FORM LETTER FOR COLLECTIONS 


Now and then the credit department has to deal 
with customers who for various reasons “fall down” 
on the payment of their gas and merchandise ac- 
counts, and the following letters are offered to those 
who are desirous of using a short, to-the-point form 
letter. The following letter is No. 1 to be sent the 
customer who has let his bill run past the usual 
ten-day period, after “Discount Day”: 

SN fo ihe edecacswaauge 

We wish to remind you that your bill, due and 
COURIERS 5 hin ck B4nekone.re.nk has not been paid. 

Undoubtedly you have overlooked it, or have 
had no opportunity to attend to it. We would 
appreciate it if you wilt arrange to remit for the 
amount due (........ DER TD a> wine ¢xe.4:0 é 
or advise us why payment has not been made. 

Yours very truly, 
Credit Department. 

No. 2 is sent three days following No. 1, and inti- 
mates that service will be discontinued if bill is 
not paid: 

| SE ee 

We are sorry to find that you were unable to 
grant our request that you remit for the amount 
due on your account. 

We hope that you will find it convenient to 
arrange a settlement before............ , as we 
would regret to be obliged to discontinue your 
service should you fail to do so. 

Yours very truly, 
Credit Department. 

No. 3 is about along the same lines as No. 1, and 
may be used instead of No. 2 if it is desirable for 
any reason to be “easy” with the customer: 


We wish to remind you of the bill recently 
rendered you as a final statement of your ac- 
COUME BE. cco ce siete ccm 

We presume that you have either overlooked 


| 
| 
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this statement or else you have had no oppor- 
tunity to attend to it. An early remittance will 
be appreciated, as we wish to close this account 
at once. 
Yours very truly, 

Credit Department. 
No. 4 is suggested as a FINAL letter to be used 
before the account is turned over to the legal de- 

partment for action: 


ee 


We regret to find that your account contract- 
BBM si cin cciccecceeva is still unpaid. 

When we wrote you last regarding this ac- 
count we fully expected that you would attend 
to it at once. However, we feel that we ought 
to inform you that unless your account is paid 
ERT it will be referred to our col- 
lection department for further action. 

Yours very truly, 
Credit Department. 


Here it might well be said, DO NOT SAY THAT 
AN ACCOUNT WILL BE TURNED OVER TO A 
COLLECTION DEPARTMENT unless you fully in- 
tend to do so. 

No. 5 is a suggested form for use where the cus- 
tomer’s account has been guaranteed: 


ee ee 


We have received no reply from you to our 
letters regarding the balance due on your ac- 
COMME OF... rec ceveccccccs 

Thinking that you have again overlooked this 
matter, we are making this request for imme- 
diate settlement, before notifying your guaran- 
tor, which action we hesitate to take, knowing 
that it would be embarrassing to you. 

Please give this attention at once. 

Yours very truly, 
Credit Department. 
No. 6 is a suggested form to use in notifying 
guarantor that a customer has failed in payment of 
his account: 


eee eee eee eee eee ee 


pS re ree 

WED ROCOUNE BE vinci eves ccencass you guar- 

anteed, has failed to make payment as agreed. 

Since this customer has failed to settle his 

account, we are obliged to look to you as the 
guarantor, for settlement. 

Please give this matter your prompt atten- 

tion. 
Yours very truly, 
Credit Department. 
No. 7 is a final letter to guarantor, where cus- 
tomer has defaulted. 


On the strength of your signature we ap- 
proved the credit of.................. when he 
applied for service at.............+44+- 

We have notified you that this customer has 


failed to settle his account. We feel that you 
are honor bound as guarantor of this account to 
arrange an immediate settlement, and we hope 
that you will do this at once. 


Yours very truly, 
Credit Department. 





The Merchandising Calendar 


Readers, please accept, with our compliments, the 
“American Gas Journal’s” Merchandising Calendar 
for 1923. This calendar is offered as a suggestion 
for a schedule of merchandising efforts to be applied 
each month in the year; the idea being not so much 
to offer a definite “set-up” but to suggest that plans 
be laid, at once, for a continuous selling plan that 
will carry and keep your sales organization “on its 
toes” the entire year through. If this “set-up” doesn’t 
suit your particular territory or fancy, lay out one 
which does. The main thing is to “GO GET ’EM 
IN 1923,” and you will have to do that. Indications 
are that 1923 will be a prosperous year for the organ- 
izations that put the PUNCH behind their selling 
efforts; that consistently advertise; that analyze as 
well as cater to their customers ; keep them sold, and 
use them to help create new customers. 
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I925-ADVERTISE —- SELL - 1923 





SERVICE will be appreciated as never before in 
1923; and the gas company who renders service may 
without fear, sell its merchandise on the same basis. 
Folks all want to know “WHAT WILL IT DO 
FOR ME?” before purchasing any kind of labor- 
saving appliance. Water heaters and ranges may be 
sold on the “WHAT WILL IT DO FOR ME” basis 
without thought of prices. “Go get ’em in 1923” on 
the basis of SERVICE. 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 
(Quotations furnished by The National City Company) 


Mar. 1, 1923. Cities Service Company in January 


Company. Maturity Bid Asked 
Asseriqnn Lt. & Tyne. Cor... icsccee Five Year 66......... May 1, 1925 109%4 110% 
Brooklyn Union Gas Co............ First Consol. 5s...... May 1, 1945 9654 97% 
Columbia Gas & Elec. Co.......... First 58..............May- 1, 1927 9534 96 
Consol. Gas, Elec. Lt. & Pr. Co. of : 

RS bata heaintnn ate cu First Ref. 74s....... Dec. 1, 1985 110 111 
Consol. Gas, Elec. Lt. & Pr. Co....General 4%4s......... Jan. 1, 1935 91 92 
New Amsterdam Gas Co...........- First Consol. 5s...... May 1,1948 81 82% 
Denver Gas & Elec. Co.........+00. Gen. (now Ist) 5s....Jan. 1, 1949 94 96 
pe YS « eee GE, Gi -cnecieosincs Jan. 1,197 100 100% 
Equitable Illum. Gas Lt. Co. of 

i TEE Se ee ep Jan. 1, 1928 10134 103 
Hudson County Gas Co............ es Nov. 1, 1949 944% 95 
Laclede Gas Light Co............... Ref. & Ext. 5s....... Apr. 1, 1934 947% 96 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... Called Dew 1 100 — 
Michigan Light Co.......cccccssece First & Ref. 5s...... Mar. 1, 1946 90% 92 
Milwaukee Gas Light Co........... ti niire oe May 1,1927 99% — 
Paces Gee @ Eiee. O0.....cccsccee Gen. & Ref. 5s...... Jan. 1, 1942 914% 92 
Pacific Gas & Elec. Oo.......sccse- First & Ref. 7s...... Dec. 1, 1940 1064 108 
Cal, Gas & Bite. Carp... ..ccsccccces Unif. & Ref. 5s...... Nov. 1, 1937 9634 97% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s.........Sept. 1, 1947 91% 92% 
Chicago Gas Lt. & Coke Co........ ee July 1,1937 % — 
Portland Gas & Coke Co........... First & Ref. 5s...... Jan. 1,1940 89% 91 
Seattle Lagmtie Co... .ccccccccccs Refunding 5s.........Oct. 1,1949 83 85 
Southern California Gas Co........ EE lott sien wtin noc Nov. 1, 1950 98 99% 
Utica Gas & Electric Co........... Ref. & Ext. 5s....... July 1,1957 92 9% 
Washington Gas Light Co.......... General 5s........... Nor. 1, 1960 94 95 

Western States Gas & Elec. Co. of s 

CIES coc ocanbacsdauvendnsd First & Ref. 5s...... June 1, 1941 90 91 





Annual Meeting of Eastern States 
Gas Conference 


The annual meeting of the 
Pennsylvania Gas Association and 
New Jersey Gas Association who 
have formed the Eastern States 
Gas Conference will be held at the 
Bellevue-Stratford Hotel, Phila- 
delphia, April 11th, 12th and 13th. 

L. R. Dutton, secretary, an- 
nounces that a comprehensive 
three-day program is being pre- 
pared and promises have been re- 
ceived from prominent men of the 
Industry to be present and discuss 
the problems to be presented. 

There are promises that this will 
be the largest annual meeting 
which these State Associations 
have ever held and the first annual 
meeting of the Eastern States Gas 
Conference gives promises of serv- 
ing a large place among the Gas 


Companies and their employees in 
the States of New Jersey, Pennsyl- 
vania, Delaware, Maryland, West 
Virginia and the District of Co- 
lumbia. 


Miami Gas Company Names New 
ers 

Miami, Fla.—The annual meet- 
ing of stockholders of the Miami 
Gas Company was held recently 
in the offices of the company at 
27 N. W. First Street. Elections 
were as follows: 

George W. Moore, president and 
treasurer. 

John B. Reilly, vice-president. 

C. O. Kaufman, secretary. 

Directors, H. M. Van Court. 


chairman; John B. Reilly, E. B. 
Douglas, Dale Miller, J. Hector 
McNeal, Huston Wyeth, George 
W. Moore, E. C. Romfh and C. O 
Kaufman. 





Earnings of the Public Utility 
Division of Cities Service Com- 
pany, both gross and net, for the 
month of January, 1923, again 
topped all previous records and 
were an indication of a healthy re- 
vival of business in all lines 
throughout the country. 

The earnings of Cities Service 
Company from all sources for the 
12 months ended January 31, 1923. 
showed comfortable increases both 
in gross and net, with the percent- 
age earned on the average amount 
of common stock increasing to 
15.10 from 12.12 shown in the 12 
months ended January 31, 1922. In 
the month of January, 1923, gross 
earnings were $1,397,676, as com- 
pared with $1,245,657 in January 
1922, while net increased to $1,- 
356,030 from $1,206,812. After in- 
terest and preferred dividends 
there was available in January 
1923, for common stock and re- 
serves $726,804, which compared 
with $623,794 in January of last 
year. Total surplus and reserves 
as of January 31, 1923, were $5,- 
875,190. 


Springfield, Mass. — Although 
Chairman Henry C. Attwill, of the 
Public Utilities Board, almost 
begged somebody to say a word 
that might help the board in its 
investigation of the recent Spring- 
field Gas Light Company explosion 
in this city, nobody ventured even 
a peep at the public hearing on the 
probe in this city. The board 
waited half an hour and then ad- 
journed the hearing to a later date 
in Boston when the gas company 
officials will be interviewed. 

Chairman Attwill informed the 
persons present at the hearing that 
the board would welcome any sug- 
gestions of improvement of the 
plant for public safety, or any 
statements that might lead to an 
investigation as to carelessness, , 
etc., but nobody spoke a word 
against the gas company. 
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$200,000,000 Public Utility Merger 
Planned 


St. Louis, Mo.—lIt is learned 
that negotiations are under way 
looking towards the consolidation 
of the Illinois Traction Company 
and the extensive Studebaker pub- 
lic utility interests into one $200,- 
000,000 system. The consolidation 
would greatly affect the expand- 
ing East Side industrial district, 
and in so far as the control of the 
McKinley Bridge and the St. 
Louis terminals of the East Side 
electric lines are concerned, St. 
Louis would be affected. 

The Illinois Traction Company, 
known as the McKinley System, 
is aMaine corporation holding 
fifty-five public utility companies 
in Illinois, Missouri, Kansas and 
Iowa. Its properties are valued at 
$100,000,000. United States Sena- 
tor William B. McKinley is the 
outstanding figure in the company. 

The Studebaker interests, so 
called because Clement Stude- 
baker, Jr., and George Studebaker, 
of South Bend, Ind., are the largest 
holders, are also valued at $100,- 
000,000. The parent company of 
their properties is the North 
American Light and Power Com- 
pany. This concern is not con- 
nected with the North American 
Company, which controls the Uni- 
ted Railways and the Union Elec- 
tric Light and Power Company in 
St. Louis. 

(Does not include the Clark 
properties which include the Alton 
Gas and Electric. The electric 
railways operating in and between 
East St. Louis, Granite City, Col- 
linsville, Edwardsville, Belleville 
and Alton.) 

Attorneys of the two interests 
are at present holding conferences 
in Chicago and going over the val- 
uations of the different properties 
with a view of consolidating them. 
Any action agreed upon would 
have to be ratified by the various 
public utility regulatory bodies of 
the different states. 


Besides the light and power 
companies belonging to the Stude- 
baker interests and serving more 
than forty towns in Southern II- 
linois, the Studebakers are inter- 
ested in the National Enameling 
and Stamping Company and the St. 
Louis Coke and Chemical Com- 
pany at Granite City. 

The present gas supply for East 
St. Louis, Belleville, Edwardsville 
and Collinsville is supplied to the 
Southern Illinois Light and Power 
Co., by the St. Louis Coke and 
Chemical Company transmitting 
from the plant of the Coke Co. to 
the distribution system of the 
Southern Illinois Light & Power 
Company is accomplished by con- 
tract with F. J. Lewis, Chicago. 

A large amount of freight orig- 
inating in that district, it is said, is 
shipped from those two plants 
which can easily be served by the 
electric rail lines of the Illinois 
Traction Company. In such a case 
the carrier on which the freight 
originates receives a proportion- 
ately larger part of the through 
freight charges than the succeed- 
ing carriers, which is counted on 
as one of the advantages accru- 
ing from a consolidation. 

To Wipe Out Duplication 

The combined properties could 
also wipe out a considerable re- 
duplication of plant and effort and 
thus effect savings in operation. 

The Illinois Traction Company’s 
fifty-five subsidiaries include the 
St. Louis Electric Bridge Com- 
pany, which operates the McKin- 
ley Bridge; the St. Louis Electric 
Terminal Railway Company, which 
operates the McKinley Terminals 
in St. Louis; the St. Louis, Spring- 
field and Peoria Railway, which 
operates the electric railroad on 
which the chief cities served are 
Springfield, Peoria, Danville and 
Decatur, Ill.; the Madison County 
Light, Heat and Power Company 
which buys power from the rail- 
road and serves the communities 
of Madison County; the light and 








power and street railway utilities 
at Jefferson City and the bridge 
across the Missouri River there; 
the Northern Missouri Light and 
Power Company, which distributes 
current from the Keokuk dam 
through the northern part of the 
state, and many other properties. 

The Southern Illinois Light and 
Power Company, serving more 
than forty towns in Southern [l- 
linois, is the chief property of the 
Studebaker interests in this sec- 
tion. The Studebaker interests al- 
so own public utility concerns in 
Moberly, Mexico, Boonville and 
Kirksville, Mo. These consist of 
companies supplying -light and 
power and gas. 

Senator McKinley, it is under- 
stood, will retain his interests in 
the properties if a consolidation is 
effected. A merger would be 
brought about by the formation 
of a new company, which would 
act as a holding company for the 
two principal companies partici- 
pating, and each of the two inter- 
ests would receive stock in the new 
company. 

Senator McKinley is the presi- 
dent of the Illinois Traction Com- 
pany, whose general offices are at 
Champaign, IIl. 


New Installation of Koppers’ 
Ovens 


The Koppers Company has re- 
ceived a contract from the Beth- 
lehem Steel Company covering the 
construction of 114 Koppers’ Im- 
proved Type Ovens at their Lack- 
awanna Plant, Buffalo, N. Y., ar- 
ranged in two batteries of 57 ovens 
each, together with by-product 
and benzol plants, coal and coke 
handling equipment, etc. Con- 
struction will be started at once 
and it is expected that the plant 
will be completed within a year or 
fifteen months. There are now in 
operation or under construction 
622 ovens of Koppers Improved 
Type. 
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Chicago’s Biggest Days in Use of 
s 

On account of the recent cold 
wave, Wednesday and Thursday 
February 14 and 15, were the two 
biggest days in the history of the 
gas business in Chicago. 

On Wednesday, the 14th, The 
Peoples Gas Light & Coke Com- 
pany’s “send out” was in round 
numbers 111,500,000 cubic feet, or 
the largest amount of gas ever dis- 
tributed in Chicago in a single day 
The next biggest “send out” the 
company ever had’ was on Thurs- 
day, February 15th, 108,000,000 
cubic feet, and the largest next to 
that was on December 18, 1922 
when it mounted to 104,500,000 
cubic feet. 

Only four years ago, when the 
Company was called upon to sup- 
ply 101,000,000 cubic feet of gas in 
one day, its supply facilities were 
so overtaxed that they were al- 
most at the point of collapse. In 
this last zero weather period, the 
demand jumped from 97,000,000 
cubic feet on. Monday to 111,500,- 
000 on Wednesday, and was met 
without strain. 

The maximum “send out” in one 
hour on Wednesday was 8,500,000 
cubic feet of gas. The significance 
of this is better suggested by re- 
calling that a maximum demand 
for gas in a city like Denver is 
only a little more than 8,000,000 
cubic feet in twenty-four hours 
The hourly record of Wednesday 
was exceeded here, however, or 
last Thanksgiving Day, when the 
“send out” amounted to 9,299,00C 
cubic feet in the one hour from 
noon to 1:00 P. M., and to more 
than 34,000,000 cubic feet in four 
hours. 

The cold wave was, of course 
responsible for the record breaking 
gas “send out” of Wednesday by 
increasing use of gas for heating 
purposes. It would seem to indi- 
cate that householders are more 
and more depending upon gas for 
heating purposes, especially for 
supplemental or auxiliary heating 
when the furnace, hot water or 
steam heating system is not quite 
up to the demands upon it. Thi 
is indicated further by the fact tha‘ 
the demand for gas last week a> 
reflected in the “send out” was un- 
usually steady, and continued 
away into and through the night, 
during hours when there is slight 
use of gas for cooking. 


In spite of this period’s extra- 
ordinary demand upon the city’s 
gas supply, the Peoples Company 
reports that no difficulty was ex- 
perienced in maintaining adequate 
pressure in the mains. 

Last week’s performances em- 
phasized the physical regeneration 


- that has come to the Peoples Gas 


Co., as its financial regeneration 
was emphasized at the annual 
meeting of its stockholders on 
February 10, when President In- 
sull said that his feeling about the 
property was “decidedly optimis- 
tic,’ in spite of the upward tend- 
ency in labor and material costs. 

It was only a year ago that the 
company paid its first dividend to 
stockholders, after a no-dividend 
period of nearly four and one-half 
years. Now the company is on a 
6 per cent dividend basis, in spite 
of a rate reduction, effective since 
last February, and rising labor and 
material costs. 

Only four years ago the com- 
pany faced collapse of its gas sup 
ply system, when it had to cope 
with a demand for 101,000,000 cu. 
bic feet of gas in one day. Now it 
has a record day of 111,500,000 cu- 
bic feet without a tremor. 

The new coal and water gas 
plants constructed by the Koppers 
Company and operated for the use 
of the Peoples Co. have been un- 
doubtedly an important factor in 
both the physical and financial re- 
generation of the company. The 
annual report says that these 
plants are now “in full operation” 
and that results fully justify the 
expectations of the officers of the 
company. It adds: 

“The efficiency of the new water 
gas plant, resulting particularly ir 
a reduction in the quantity of cok« 
and oil used and in the cost of la- 
bor, per thousand cubic feet of ga 
made, and the efficiency of the nev 
coal gas plant in the production o 
coal gas and coke, have been po 
tent factors in maintaining th« 
earning capacity of the company 
in the face of reduced rates and 
increased cost of materials.” 

In other words, the company has 
“come back” by sheer force of ef- 
ficiency in management and op- 
eration. As shown by the figures 
in the company’s annual report, in- 
creased efficiency in operation ef- 
fected a saving of $1,000,000 in the 
amount spent for gas oil in 1922 
and of another $1,000,000 in the 


amount spent for generator fuel 
although oil and fuel prices re- 
mained stiff and more gas was 
made than was made the previous 
year. 

Another illuminating incident in 
the company’s financial history is 
this: For years attorneys for the 
City of Chicago, in their attacks 
upon the Peoples Company, have 
made much of the company’s obli- 
gation to pay the interest on the 
bonds of the Indiana Natural Ga: 
& Oil Company, which was bought 
years ago when a natural gas 
company was a “good buy” but 
which became a liability when the 
natural gas supply failed. In 192? 
the Peoples Company had to pay 
no interest on these bonds, the In 
diana Company and its subsidiaries 
having been made self-supporting 

It is interesting, too, to note that 
the company paid more in taxes in 
1922 than it paid to stockholders: 
Taxes for 1922, $2,001,894,55: divi- 
dends paid in 1922, $1,924,980. 

The company’s “wholesale” busi- 
ness—sales to industrial users— 
has been showing an especially 
gratifying increase. While the 
company’s business as a whole in- 
creased only 3.15 per cent over the 
total for 1921, the gain in whole- 
sale business was 11 per cent. 

The biggest month prior to 1922 
that the company ever had in 
wholesale sales was 659,000,000 cu- 
bic feet in February, 1920, during 
the industrial boom period. That 
record was beaten in December, 
1922, with industrial sales of 683,- 
000,000 cubic feet. 

The company is going after in- 
dustrial business in a scientific and 
systematic manner. It employs a 
staff of competent heat engineers. 
and no effort is spared to demon- 
strate to a prospective consumer 
in the industrial field that gas is 
the cleanest, most convenient, and 
eventually, when bettered product 
is considered the most economical] 
fuel for factory and shop heating 
processes. 





Contracts Awarded 


The Hartford (Conn.) Gas Light 
Company is adding a 11-foot cone 
top set to its plant equipment. The 
set will have a daily capacity of 
2,725,000 cubic feet, and will be 
hydraulically operated. It will also 
be equipped with the U. G. I. 
Thermo Automatic Control. 





———————  --_____ 


| 
| 
: 
| 
. 
| 





























































A ER 


—e. 








——— 


























i} 





190 


AMERICAN GAS JOURNAL 


March 3, 1923 





Personal 

Announcement was _ recently 
made by A. W. Thompson, presi- 
dent of the Philadelphia Company, 
of the appointment of Alfred Hurl- 
burt, general manager of the 
Equitable Gas Company as vice- 
president of the same company, 
and Edward D. Leland, assistant 
general manager, as general man- 
ager, to succeed Mr. Hurlburt. 

Mr. Hurlburt has been general 
manager of the Equitable Gas 
Company since May 1, 1920, when 
he came to Pittsburgh from Kan- 
sas City, Mo., where he had been 
manager of the Kansas City Gas 
Company. Mr. Hurlburt gradu- 
ated from Cornell University in 
1897 as mechanical engineer, and 
has made a specialty of gas engi- 
neering. He began the practice of 
his profession in Jersey City in 
1898 and in 1901 became identified 
with the United Gas Improvement 
Company at Philadelphia. In 1906 
he went to Kansas City where he 
became one of the leading figures 
in the gas industry. Mr. Hurlburt 
is a director of the Natural Gas 
Association of America and has 
been foremost in the efforts of tha’ 
organization to prevent waste of 
natural gas. 

Mr. Leland has been assistant 
general manager of the Equitable 
Gas Company since 1920. He be- 
gan his career as a machinist in 
the Norwalk Iron Works, So. 
Norwalk, Conn., and in 1884 
he became engineer. In 1891 he 
became superintendent of ma- 
chinery for the Indiana Natural 
Gas and Oil Company. He came to 
Pittsburgh as superintendent of 
compressing stations for the Phil- 
adelphia Company. 

Announcement also was made of 
the election of Andrew W. Robert- 
son, general attorney of the com- 
pany, as vice-president and general 
attorney of the Philadelphia Com- 
pany and Affiliated Corporations 
effective January 1, 1923. 


* * * 


S. I. Sulybaker, vice-president 
of the Florence (S. C.) Gas & Fuel 
Co., is one of those mentioned by 
“The Florence Daily Times” as a 


possible future mayor of that city. 
ee gt 


J. J. Tayor, formerly superin- 
tendent of distribution for the 
Southern Illinois Light and Power 
Co., East St. Louis, has opened a 
gas appliance store in East St. 
Louis. : 


Johns Hopkins has been elected 
secretary of the American Gas 
Company, Philadelphia, Pa., suc- 
ceeding W. L. Fox, who resigned. 
Henry L. Savage was elected as- 
sistant secretary, succeeding Mr. 
Hopkins in that position. Mr. 
Hopkins retains his position as as- 
sistant treasurer. 

eS 

Governor Sweet, of Colorado, 
has named C. N. Stannard, general 
manager of the Denver Gas and 
Electric Light Co., as a mem- 
ber of his advisory board on indus- 
trial relations. His duties will con- 
sist of assisting the Governor in 
drafting legislation affecting the 
employer and employee. The con- 
solidation of all state bureaus deal- 
ing with labor will also occupy the 
attention of this committee. 

28:8 

A. J. Goss, who has been general 
manager of the Ottumwa Gas Co. 
for the past nine years, has been 
promoted to the position of gen- 
eral manager of the Chattanooga, 
Tenn., Gas Company. Both the Ot- 
tumwa and the Tennessee plants 
are controlled by the United Light 
and Railways Company of Grand 
Rapids, Mich. 


Family Serves Doherty Organi- 
zation 72 Years 

Mrs. J. H. Klinge, of Montgom- 
ery, Alabama, is justly proud of 
the Doherty service record of her 
husband and five sons. These six 
members of the Klinge family have 
given a total of 72 years of serv- 
ice to the Doherty organization. 

John H. Klinge, Sr., served as 
bookkeeper with the Montgomery 
Company from 1893 to 1902, a total 
of 9 years. 

John H. Klinge, Jr., began serv- 
ice as an office boy, and advanced 
through the positions of collector. 
clerk, meter reader, cashier, chief 
clerk and secretary, and is now 
auditor at Cleveland for the seven 
local properties of the Ohio Pub- 
lic Service Company. His record 
extends over 26 years. 

Albert A. Klinge began as office 
boy 17 years ago and is now su- 
perintendent of gas distribution of 
the Denver Gas & Electric Ligh* 
Company, Denver, Col. 

Thomas E. Klinge has been with 
the organization 16 years, starting 
as a helper in the electric shop at 
Montgomery, and advancing to 
meter reader and meter tester. At 
present he is foreman of the elec- 





tric meter department of the 
Montgomery Light & Water 
Power Company. 

W. D. Klinge has served the 
company two years, spending his 
vacations in the electric shop as 
helper, and is now employed in the 
the New Business Department. 

Robert N. Klinge operated the 
switchboard in the Montgomery 
office after school hours until en- 
tering the army, working for the 
company two years. After service 
overseas, he joined the Alabama 
Power Company. 

The Montgomery Light and 
Power Company regard this family 
record as one that will not be 
easily beaten. 


Denver Gas Officials Entertain 
Advertising Club. 

The Eleventh District of the As- 
sociated Advertising Clubs of the 
World met in Denver, Col., Feb- 
ruary 11-16. There were many 
speeches made, the essence there- 
of being: “Be honest and truthful 
in your advertising, so that you 
may be honest and truthful in 
dealing with the trade.” 

Lou Holland, of Kansas City, 
president of the national body, 
told the assembly that fake ad- 
vertising would not be tolerated 
and cited many cases where the 
vigilance committee of the club 
and the Better Business Bureau 
had caught rascally advertising 
and squashed it before the public 
was made to pay. 

Joseph Emerson Smith, adver- 
tising manager of the A. T. Lewis 
and Son Dry Goods Company, of 
Denver, told of the development 
of the position of the advertising 
manager to a place of high impor- 
tance in business, and emphasized 
the necessity for heads of concerns 
to “lay their cards on the table 
so that the advertising manager 
becomes familiar with the firm’s 
policy, ideals and traditions.” 

Professional men were urged to 
advertise. An engineer of gas. 
electricity, mechanics, chemistry. 
etc., might be ever so capable, but 
housed in some big building and 
never advertising, he would be 
like the proverbial needle in the 
haystack. 

Clare N. Stannard, general man- 
ager of the Denver Gas and Elec- 
tric Light Company, and George 
Bixler, advertising manager, en- 
tertained 200 guests out in Bear 
Creek Canyon at the Denver Motor 
Club. 
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Accounting Section Committee 
Meeting 
The second meeting of the man- 
aging committee of the Account- 
ing Section was held at Associa- 
tion headquarters on February 16. 
In every case the chairmen of the 
committee reported satisfactory 
progress in their work. 

W. J. Meyers, chairman of the 
Committee on Uniform Classifica- 
tion of Accounts reported to date 
the status relating to the adoption 
of the Uniform Classification of 


Accounts for Gas Corporations 
was as follows: 
Colorado, under consideration; 


District of Columbia, under con- 
sideration; Illinois, adopted; Mas- 
sachusetts, adopted, some slight 
changes; Maine, under considera- 
tion; Michigan, adopted; Pennsyl- 
vania, under consideration; Ten- 
nessee,. adopted; Utah, adopted; 


Vermont, under consideration: 
Virginia, adopted; Washington, 
under consideration; Wisconsin, 
adopted. 


He advised that Mr. Brundage 
and himself, at the request of the 
Portland Gas Light Company, at- 
tended a hearing by the Maine 
Commission at Augusta, relative 
to the adoption of a classification 
of accounts for that state. As a 
result of this hearing, it was prob- 
able that the Maine Commission 
would adopt a classification which 
would follow closely in spirit, at 
least, the Uniform Classification as 
recommended by the National As- 
sociation of Railway and Utilities 
Commissioners. It may differ 
slightly in detail, and the commit- 
tee’s representatives were not en- 
tirely successful in inducing the 
Maine Commissioners to eliminate 
any reference to depreciation. 

A letter was read from the audi- 
tor of the Tennessee Commission 
to the effect that the Uniform 
Classification of Accounts, as rec- 
ommended by the National Asso- 
ciation of Railway and Utilities 
Commissioners at Detroit, had 
been adopted in Tennessee, effect- 
ive as of January 1, 1923. It was 
also reported that since the last 
meeting the new edition of the 
Uniform Classification of Accounts 
with the changes made at the De- 
troit meeting, had been distributed 
to all member companies and that 
secretaries of affiliated societies 
and company members in states 
which have not adopted the Clas- 








sification had been requested to 
take such action as they consid- 
ered proper to bring about consid- 
eration by their state commis- 
sions. 

Further reports were made cov- 
ering work to date of the follow- 
ing committees: Budget, Custom- 
ers’ Accounting, Insurance, Fixed 
Capital Records, State Representa- 
tives and Relations with Custom- 
ers. 

The following were present: J 
W. Heins, chairman; DeWitt Clin- 
ton, H. C. Davidson, W. A. Doer- 
ing, I. S. Hall, G. M. Hergeshei- 
mer, W. J. Meyers, W. G. Murfit, 
O. F. Potter, W. A. Sauer, E. C. 
Scobell, J. M. Scott, A. F. Short. 
A. L. Tossell and H. W. Hartman, 
secretary. 


Southern Gas Association Will 
Hold Annual Meeting at St. 
Petersburg, Fla., April 
16, 17 and 18 


The Fifteenth Annual Meeting 
of our Association takes place at 
St. Petersburg, beginning Mon- 
day, April 16th. From the pro- 
gram data now in hand, the meet- 
ing is sure to surpass all previous 
attempts,—the papers are of ex- 
ceptional interest, and will treat 
on matters of particular impor- 
tance to the Industry at this time. 

In all fairness to the Entertain- 
ment Committee, this part of the 
meeting will likewise include rec- 
reation periods which will long be 
remembered, especially as the As- 
sociation is known for it’s get-to- 
gether spirit and general feeling 
of goodwill which always exists 
between the members represent- 
ing Utility Companies and those 
who represent Appliance Manu- 
facturers, Apparatus and Material 
Companies, who necessarily are 
very closely allied with the Gas 
Industry. 

The convention this Spring, be- 
ing in the extreme southern part 
of our territory, made it advisable 
to select meeting dates at least a 
month earlier than has been cus- 
tomary during the past few years. 
which will enable those attending 
to enjoy balmy breezes (Scotch 
feezes), and the sunny clime of St. 
Petersburg, weeks in advance of 
those less fortunate. Hotel De- 
troit is now booking reservations. 





Officers Elected. 

At the annual meeting of the 
New England Association of Com- 
mercial Gas Managers held at the 
Copley - Plaza Hotel, Boston, 
Mass., on February 13th, the fol- 
lowing were elected officers for 
the coming year: 

Charles S. Hilton, president (re- 
elected), Pawtucket Gas Company 
Pawtucket, R. I. : 

Sanford E. Gillette, vice-presi- 
dent, Danvers Gas Department. 
Danvers, Mass. 

John J. Quinn, secretary and 
treasurer, Citizens Gas Light Com- 
pany, Quincy, Mass. 

Mr. Edward J. Cooney, sales and 
service manager of the Lowell Gas 
Light Company, Lowell, Mass.., 
gave a talk on “Publicity” and gen- 
eral policy. 

Col. George D. Roper was a 
guest of the meeting. 


Tentative Schedule of Chicago 
Meetings of A. G. A. 


The following is the tentative 
schedule of the Chicago meetings 
of the A. G. A., March 14, 15 and 
16: 

Executive Board, March 16, 10 
a. m., Peoples Gas Building. 

Publicity and Advertising Sec- 
tion: 

Managing Committee, March 16, 
2:30 p. m., Peoples Gas Building. 
Technical Section: 

Managing Committee, March 15, 
10 a. m., Peoples Gas Building. 

Carbonization Committee, Mar. 
15, 10 a. m., U niversity Club. 

Chemical, Purification, Deposits, 
March 14 or 15, Peoples Gas Bldg. 

Accounting Section: 


Managing Committee, March 17, 
10 a. m., Peoples Gas Building. 

Insurance Committee, March 15. 
2:30 p. m., Peoples Gas Building. 

Relations with Customers Com- 
mittee, March 16, 10 a. m., Peoples 
Gas Building. 

Customers Accounting Commit- 
tee, March 16, 2:30 p. m., Peoples 
Gas Building. 

Budget Committee, March 16 
2:30 p. m., Peoples Gas Building. 

Fixed Capital Records Commit- 
tee, March 17, 2:30 p. m., Peoples 
Gas Building. 
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To Extend Gas Service 

Seaford, Dela. — Directors to 
serve one year were elected at the 
annual meeting of the Sussex Gas 
Co., as follows: Edwin R. Bell. 
Haddonfield, N. J.; M. H. Har- 
rington, Philadelphia; H. M. Tra- 
cey, Conshocken, Pa.; William T. 
Lank, Seaford. 

The directors elected the: follow- 
ing officers: Edwin R. Bell, presi- 
dent; M. H. Harrington, vice-pres- 
ident; H. M. Tracey, secretary- 
treasurer. 

It was decided to purchase new 
machinery for the plant here 
which supplies Seaford, Bridge- 
ville, Blades and Laurel with gas 
for cooking, heating and lighting 
purposes. 


Gas Company Bonds Get Commis- 
sion O. K. 

Trenton, N. J.—The State Pub- 
lic Utility Commission has ap- 
proved the application by the At- 
lantic City Gas Company for the 
issuance of $200,000 in five per cent 
first mortgage bonds. 

The securities are required, ac- 
cording to the concern’s petition, 
to cover the expenses incident to 
th: extension and improvements of 
the gas company’s property. 

The petition specified that the 
bonds were to be issued at 75, but 
the commission denied this, and 
specified that they are to be issued 
at not less than 80 per cent of the 
par value. 


Union Company Buys Hale Gas 


pany 

Neodosha, Kan.—Union Gas and 
Fuel Company of Independence 
has obtained a lease on all proper- 
ties of the Hale Gas Company of 
Neodosha, one of the largest gas 
pipe line and distributing compa- 
nies in the State. Both companies 
are in receivership. The transac- 
tion was closed under approval of 
the United States District Court 
Total assets of both companies are 
around 2% million dollars. 





Elmer Heads Baltimore Gas Ap- 
pliance Co. 

C. B. Elmer, was elected presi- 
dent of the Baltimore Gas Appli- 
ance and Manufacturing Company 
at the annual meeting held recent- 
ly. Mr. Elmer succeeds the late H. 
W. Hunter, who died a few days 
after the 1922 convention of the 
American Gas Association. The 


following were elected members 
of the board of directors: C. B. 
Elmer, E. S. Dickey, R. C. Hoff- 
man, Jr., Norman James, M. W. 
Longfellow, T. C. Radcliff and C. 
H. Toy. 

In addition to being elected 
president of the company Mr. EI- 
mer also was made general man- 
ager. M. W. Longfellow was made 
first vice-president; Mr. Radcliff, 
second vice-president, and J. D. 
Taylor, general sales manager. 





Miscellaneous Legislation Intro- 
troduced at Albany. 

Albany, N. Y.—Mr. Reiburn in 
the Senate, and Mr. Gavagan in 
the Assembly (Senate Print No. 
671, Assembly Print No. 826), in- 
troduced on February 12 and 13, 
respectively, a bill adding new sec- 
tion 65-a Public Service Commis- 
sion Law, providing gas in New 
York City shall be furnished at 
not exceeding 90 cents per thou- 
sand cubic feet excepting in Rich- 
mond where it shall not exceed $1. 
Illuminating power and quality 
shall be as prescribed in chapter 
125, Law.of 1906. 

Mr. Hutt, on February 14, in- 
troduced a bill in the Assembly, 
Assembly Print No. 857, Amend- 
ing Section 61, Transportation 
Corporation Law, by authorizing 
gas corporations furnishing nat- 
ural gas to supply artificial or man- 
ufactured gas under their fran- 
chises in case supply of natural 
gas is inadequate. 

Mr. Jesse, of New York, on 
February 15, introduced a bill add- 
ing new section 67, Transportation 
Corporation Law, requiring gas 
companies in first and second class 
cities to install and maintain at 
own expense gas cut-offs. This is 
in accordance with the recent gas 
cut-off ordinance passed by Great- 
er New York. 





John Doyle Dead 

John Doyle, Superintendent of 
the General Lighting Division of 
the Consolidated Gas Company of 
New York, died on January 21, 
last. His funeral was held on Jan- 
uary 24, the-interment being in 
Woodlawn Cemetery, New York 
City. Mr. Doyle left a widow. Mr. 
Doyle had been connected with the 
Consolidated Gas Company of New 
York for nearly a third of a cen- 
tury. He was recognized as one of 
the pioneers in the use of the gas 


mantle for lighting purposes. For 
years Mr. Doyle was a strong ad- 
vocate of the use of the mantle and 
bent his energies toward supplant- 
ing the old flat-flame burner by 
Welsbach’s discovery and inven- 
tion. Mr. Doyle was not only en- 
thusiastic about the burners and 
mantles but eagerly advocated the 
improvement in gas fixtures both 
in design and efficiency so that the 
gas fixture would be as attractive 
as the electric fixture in every re- 
spect. It would be impossible to 
imagine a more conscientious gas 
man than was Mr. Doyle. 


M. O. Plant Refuses to Reduce 
Rate 
Cedar Rapids, Ia—By a vote of 
4 to 1, the City Council has turned 
down an ordinance designed to re- 
duce the gas rate from $1.35 to 
$1.27 a thousand cubic feet. 





Ontario Gas Ruling Bars New 
Consumers 

Bridgeburg, Ont.—That not only 
is it not incumbent on natural gas 
companies to pay the cost of ex- 
tending lines on public streets for 
gas services, but they are absolute- 
ly forbidden from extending new 
services at all, under legislation 
that has been enacted by the pro- 
vincial natural gas commission, 
Col. R. Harkness, natural gas com- 
missioner for Ontario advised the 
Bridgeburg council recently. 

The council inquired as_ to 
whether or not the owners of 
homes would have to pay for ex- 
tensions of lines on streets, and 
the reply that has been received 
states emphatically that natural 
gas companies are not allowed to 
take on any additional customers 
at all. 

This is due to the existing short- 
age. Commissioner Harkness rul- 
ings not only, settles the question 
of extensions but also makes it 
plain that natural gas companies 
must not take on new consumers. 


San Diego Gas Co. Buys a 

Building 
Diego.—The 
Consolidated Gas & Electric Com- 
pany has acquired the eight-story 


San San Diego 


Timkin Building here, which, 
when alterations are completed, 
not only amply will fill present re- 
quirements, but provide for future 
expansions as well. 





